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Perhaps no magazine published to-day has so many peculiar- 


ities distinctly its own. It has been conceded, by read- 
ers and advertisers alike, to have, without doubt, the 
most responsive constituency ever enjoyed bya _ peri- 
odical. A single biographical sketch of some prominent 
person, for cxample, will bring forth from its readers as 
many as a thousand letters. Two years agoa sketch 
of Mrs. Frank Leslie was published, and letters are still 
being received by her in relation to the sketch. 


A single request on the part of one of its readers for some 


piece of domestic information, printed in three lines 
agate type, brought forth, in that instance, over 800 
letters. And what is true of its reading columns, seems 
equally true of the advertisements. A writer in Printer’s 
Ink, of New York, recently stated that from a five-line 
advertisement inserted once in the Journal, over 15,000 
responses were received. Cassell & Company, the New 
York publishers, received 6,000 answers in reply to 
their advertising. 


Thus it is understood by the Journal readers that an article 


or advertisement in its pages carries with it the personal 
recommendation of editor and publisher. And it un- 
doubtedly does, for one part of the periodical is as care- 
fully guarded as the other. A doubtful advertisement 
would no more pass the eye of the publisher than would 
an article of immoral tendency receive the approval of 


the editor. 


Send for 


“The Story of a Magazine.” 





CURTIS PUBLISHING CO., 
Philadelphia, Pa. 














PRINTERS’ INK. 


1 JOURNAL FOR ADVERTISERS. 


27. 180 


a ENTERED AS SECOND-CLASS MATTER AT THE New York, N. Y., Post Orricr, Marca 27,1 


Vol, IIL. NEW YORK, OcrToser 8, 1890, } 





























BYRON W. ORR. 








rn 
re 





| 
i 











344 PRINTERS’ INK. 


AN ORGANIZATION OF AD- 
VERTISEMENT WRITERS. 
Organizations among advertisers, 

either for social or business purposes, 

have in the past been conspicuous only 
by their absence. Newspaper pub- 
lishers, and the mem>ers of most other 
trades and business occupations, have 
any number of associations. Yet one 
does not have to look far for the rea- 
son why advertisers have not long since 
found it desirable to organize. From 
the very nature of the calling they are 


the membership to this class. All per- 
sons who earn their living by writing 
advertisements, or who are recognized 
as producers of legitimate advertising, 
will be eligible. While the objects of 
the association are largely social, the 
endeavor will also be made to turn it 
to practical account as a means for the 
interchange of ideas. 

The association owes its being to 
Mr. D. J. McDonald, whose portrait 
appears on this page. He is advertis- 
ing manager for Mabley & Co., a large 
Detroit house, and at his instance t 


nis 

















D. J. MCDONALD, 


President of the Business Writers’ Association. 


recruited from different lines of busi- 
ness ; their interests are distinct, hav- 
ing in common only the one desire, to 
increase their business through print- 
ers’ ink. 

A first step towards organizing was 
taken at Detroit a few weeks ago, 
when there was formed a_ nucleus, 
which promises to develop into an as- 
sociation of influence. ‘The men who 
were present at this meeting were rep- 
resentatives of leading houses in the 
clothing line in different parts of the 
country ; but it is not intended to limit 


firm invited a number of professional 
writers to a social gathering in that 
city on August 30. Their time was 
largely spent in seeing the sights an‘ 
having a general good time ; but upon 
the suggestion of Mr. Byron W. Orr, 
it was determined to form a perma- 
nent organization, with aims as above 
stated. A board of officers for the 
first year was chosen as follows : 
President, D. J. McDonald, of Mab- 
ley & Company, Detroit ; Secretary, 
Geo. P. Gardner, Mabley & Carew, 
Baltimore ; Treasurer, Henry Curtin, 
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Mabley & Carew, Cincinnati. The 
Board of Directors comprise these of- 
ficers, with Byron W. Orr, of Klein- 
haus & Simonson, Louisville; W. M. 
Bradly, of Hull & Dutton, Cleveland, 
an 1 Hugh Capper, artist, Detroit. 

The next meeting will be held at 
Cincinnati, the first week in January, 
1891. Already a large number of ap- 
plications for membership have been 
made, and it is expected to have a 
least 200 professional writers present 
on that occasion. For further informa- 
tion Secretary Gardner should be ad- 
dressed, at Baltimore, in care of Mab- 
ley & Carew. 


od -— 


TWO QUESTIONS—THREE. 





The editor, in PRINTERS’ INK for 
September 24, invites debate on the 
question as to the comparative value of 
advertisements and ‘‘ reading notices.”’ 
Without taking time for reason, I ven- 
ture an opinion. 

If the question comes from the ad- 
vertiser’s side, my answer is: An ad- 
vertisement is to be judged by what 
you put in it—damaging, useless, use- 
ful, extremely useful. A ‘* reading 
notice,”” no matter what is in it, is 
notice to the reader that you are will- 
ing to perpetrate that kind of a 
fraud at least—it may go no further 
than that. 

If the question comes from the news- 
paper’s side, my answer is: If you 
have any principle, you will not print a 
‘reading notice”’ at any price ; if you 
have any reputation that will he dam- 
aged by a confession that you are will- 
ing to be a party to a fraud for a dollar 
a line, or any other sum, you had bet- 
ter not print a ‘‘ reading notice” at 
any price. If you have neither prin- 
ciple nor reputation of that sort, get all 
the ‘‘ reading notices” you can at low 
rates, and let us all know where you 
stand. 

Another hint is under the title, 
‘** Brown Paper Advertising.” 

In 1880 I proposed to John Wana- 
maker to put on his wrapping paper this 
notice in plain letters, and no other ad- 
vertising, no other print of any sort ; 
I copy from a worn-out scrap that I 
have carried in my pocket ever since : 

If this parcel should be lost, the finder will 
please return it to me, and | will pay the 
necessary cost. 

The lose: will please apply for it, leave 
name, address and description ; and pay the 


costs if found. 
Joun WANAMAKER, 


** Why, you'll make me keep a new 
set of books,”’ was his reply. 

In 1885 he had got along so far as to 
say, ‘‘ Yes, do it; but put my autograph 
under it.” 

I let the subject drop; and, as I 
suppose to this day, he has missed the 
best bit of advertising I ever made for 
him in my five and a half years there. 

To ‘‘ advertise’ on wrapping paper 
is a trifle better, in my opinion, than to 
station a ‘* barker” at the store door to 
appeal to passers by, or take hold of 
them, according to their quality. My 
first knowledge of this latter practice 
came from stories of Chatham Street, 
New York—the name is now changed ; 
I hope the customis. My latest knowl- 
edge of it is from observation at the 
doors of a clothing store that shall be 
nameless. ‘ 

It is, | think, a general rule in ad- 
vertising that the motive should be— 
whether on the part of publisher or ad- 
vertiser—news, and good news too, 
good for the reader of it; not in any 
narrow and technical sense, but in a 
large and general sense. 

E. Powers. 
a 
A PROFESSIONAL WRITER 
OF ADVERTISEMENTS. 

Mr. Byron W. Orr, whose portrait 
appears on the third page of this week's 
PRINTERS’ INK is the advertising 
manager of the large Louisville (Ky.) 
house of Kleinhaus & Simonson, other- 
wise known as the Mammoth Shoe and 
Clothing Company. This house does 
considerable advertising in the local 
papers, Mr. Orr having charge of the 
writing and designing of these an- 
nouncements. He was fitted for his 
work by an all-round journalistic expe- 
rience. Born in Carrollton, Ill., in 
1856, he had become the editor and 
publisher of a paper in his native State 
before he had reached nineteen. He 
served later on the staff of the St. Louis 
Globe-Democrat and as city editor of 
the Jacksonville Datly Journal. Mr. 
Orr also had the management of the 
advertising of a large Cincinnati firm, 
which he resigned to take his present 
position. He was identified in the or- 
ganization of the new Business Writers’ 
Association, and now serves as a mem- 
ber of its Board of Directors. 

- 

KEEP doing just what advertising 

you can afford to pay for—and no 


more.—H, B&B. King & Bro. 
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CIRCULAR ADVERTISING 
RUN MAD, 





There seems lately to have sprung 
up an epidemic of advertising circulars, 
purporting to be written in a person's 
handwriting. Although printed in the 
ordinary manner, from electrotypes ob- 
tained by one of the modern photo- 
graphic processes, some of these circu- 
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These envelopes were then distributed 
among newsdealers, to be used by 
them in their personal correspondence, 
and as the inscription was a close 
reproduction of handwriting, many 
people were deceived into buying the 
magazine in question, thinking it a 
personal message from the writer of 
the letter. The idea spread and was 
imitated by many others. The Cen- 
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if my experience goes for anything, he is a much maligned Nobleman, for he 
and his friends, instead of being the fast set they are given credit for, were 


everything that is nice. 
Thursday to spend a few days at Glenmore 








George and I are going on 
Castle, where all the “ lions’ 


’ of society are expected for the grand ball, on 


the fifteenth, We shall then return to London fora few days, and sail for 


** Home, Sweet Home,” by the ** Majestic,” on the eighteenth. 
Last night we were at the Avenue Theater, to see ** Dr. Bill,’ 
niest play and the greatest success L 


this reminds me I want you to do me 


the fun- 
ondon has seen for many a year ; and 
a favor. Won't you kindly get mea 


Box, or four seats, for the first production of this play at the Madison Square 
Garden Theater—I think the date is September 25th, and fear we shall not 
reach New York in time to get desirable tickets ourselves. 
To-morrow we go on Lord Vaughn’s Coach to Richmond, and a jolly 
party it will be, as the Duchess will be one of us. 
George is particularly anxious to be back soon, on account of the illness 


of his Mother, otherwise we should st« 


We shall leave the Children at Heidleberg for another year, as the system 
of schooling there has done them much good, and Alfred, especially, 


grown quite stout. 


yp over here until Christmas, 


has 


Remember me to all old friends, and say I shall see them soon, 
four loving cousin, _ Janne ° 





lars give such an excellent example of 
individual chirography as to deceive 
the reader, except upon the closest ex- 
amination. Among the first in this 
field were the proprietors of Scribner's 
Magazine, who caused to be printed 
upon the flaps of 100,000 envelopes 
the legend: ‘‘ Have vou seen the last 


number of Scribner's Magazine?” 





tury got out a postal card, bearing a 
message of similar import, but scored 
an additional point by having the cards 
addressed by the same person whose 
handwriting was reproduced. H.C 
Brown, publisher of .4r¢ /n Advertis- 
ing, followed suit with a postal, begin- 
ning with the novel request : ‘* Kindly 
look in your scrap basket for the sam- 
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ple copy of Art Jn Advertising, just 
sent you. 

But the latest effort in this direction 
overtops all predecessors. It is an ad- 
vertisement of the new play just pro- 
duced at the Madison Square Garden 
Theater, and known as ‘Dr. Bill.” 
Circulars in the form of facsimile let- 
ters were sent to various persons in 
New York social circles. An illustra- 
tion, on a reduced scale, of the first 
few lines in this letter is given in this 
connection, and shows the care used 


to carry out the deception. The re- 
mainder of the letter is given in ordi- 
nary type just below. The stationery 


used was a fine grade of Irish linen, 
and the crest was printed in red, and 
also appeared upon the flap of the en- 
velope. The advertisers even went so 
far as to have their circular letters 
mailed in London, so that they might 
bear the English stamp and postmark. 
Doubtless nine out of ten persons, 
even after reading the letter, will think 
it written with a pen, and regard it as 
a personal communication, simply mis- 
directed. The consternation which it 
is likely to cause the average woman 
not up to the modern tricks in adver- 
tising, may be better imagined than 
described. As yet no cases have come 
to light of any person being so greatly 
deceived as actually to order the four 
seats for ‘‘the funniest play,’ as per 
the request of the mythical Jennie. 
o 
STRAY SHOTS. 

Some say that advertising is a science. 
Still more universal is the belief that 
advertising is an unknown science. If 
as a science it were measured by the 
ignorance of its followers, many of its 
failures and even of its successes would 
be readily explained. 

a * oa 

The majority of solicitors who apply 
at my desk, and not a few of them ac- 
tual proprietors of their papers, cannot 
say what is the length of their columns 
without measuring. They are often 
undecided as to the number of columns 
in a page, until they count them, In 
Pittsburg, where they sell advertising 
space by the square, I met a newspaper 
proprietor who was the business man- 
ager of his own sheet, and who had no 
connection with the editorial work. 
Although he had built up a large circu- 
lation for his paper and had amassed a 
fortune, he did not know how many 
lines of nonpareil or agate made up an 
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inch in measurement. When I offered 
to figure the space into lines of either 
measurement he referred to the fore- 
man of the composing room, to know 
whether I was right. If these men 
went into other lines of life in such 
slipshod manner, what would they reap? 
x * * w * 


I wish that solicitors of advertising 
would take up more generally the 
principle of old David, when he said: 
**T magnify mine office.”” ‘Too many, 
especially of the juniors in the profes- 
sion, feel as if they were not engaged 
in a legitimate business. They apolo- 
gize for presenting the subject, and 
weaken their own case, while they 
waste the time of the party to whom 
they apply by long explanations and 
weak personal vanities. ‘1 am nota 
regular canvasser ; I just took this up 
temporarily.” ‘‘ 1 am not a canvasser ; 
I belong to the office force,” etc. It 
gives me pleasure to rebuke such non- 
sense by saying: ‘‘ You needn't be 
ashamed. If you are not a canvasser, 
I am; all salesmen are; most mer- 
chants are. You sell space in pa- 
pers just as legitimately as a real 
estate agent sells the land which Henry 
George disputes your right to transfer,” 

* % * * * 

The jibes on canvassers, published 
by almost every paper in the Union, 
are largely responsible for this feeling. 
The salaries of the editorial staff are 
generally paid by the work of the ad- 
vertising solicitors ; but with careless 
jests these gentlemen try to put as 
many obstacles as possible in the path 
of the men whose work assures their 
income, 

* * * * 

One stray shot should be directed to 
the strong tribute paid even to the ad- 
vertising columns of PRINTERS’ INK. 
I paid you for two pages without posi- 
tion, and inserted two advertisements. 
Imagine my righteous indignation when 
weeks later I read the article headed, 
‘* Catching Customers : What it Costs,” 
in your reading pages attributed to the 
Dry Goods Chronicle. 1 have a mild 
contempt for the little scribbler who 
constantly cries over failure to credit 
his great thoughts. Such omissions 
may be accidental. But I have a bound- 
less contempt for the man who steals 
the tools of a rival. My advertisement 
was designed for the benefit of the WVa- 
tional Grocer—to twist it to the service 
of another trade paper was a double 
meanness. ARTEMAS WARD. 
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“ UNCONSCIOUS CEREBRA- 
TION” IN ADVERTISING. 





The idea of the ‘‘ Man in the Moon ” 
coming down to earth for the purpose 
of investing in some of the wonderful 
bargains to be had upon this planet, is 
certainly novel and curious. When 
this idea is presented in the form of a 
drawing, the effect is picturesque, as 
any one may see by looking at the twin 
sketches given below. It will be noted, 





Sniggs—Gee whiz! What in the thunder is 
these here things comin’ to? If there ain't 
the man in the moon comin’ down. Say, here, 
Moony, old boy, what do yer want? 

Man in the Moon—O, nothin’ in particular, 
only I’m makin’ a trip to the earth, to layina 
supply of them world-renowned Murray Bug- 
gies and Harness for our people up in the 
moon, for they're the only Buggies and Har- 
ness that will stand our rough roads and 
bad climate. You bet we know good buggies 
and harness when we see ’em, and we won’t 
use nothin’ but the “Murray” Brand. I'd 
advise you, Sniggs, to go and do likewi-e. 
You'd better send right away for one of these 
catalogues. Address Wilber H. Murray, tt | 
Co., Murray Building, Cincinnati, O., anc 
a Aga send you a catalogue of their fine 
work. 
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by the way, that these advertisements 
bear a remarkable resemblance both in 
general conception and in detail. [s it 
another case of unconscious cerebra- 
tion? The buggy advertisement was 
taken from a country paper some 
months ago, while its double was found 
in the advertising columns of the New 
York dailies for September 22, 18go, 
The thoughtful philosopher will doubt- 
less find in this most mysterious coin- 
cidence a fruitful subject for speculation. 





OME SEEKER—Gee Whiz—What in the 

thunder is these here things comin’ to? 

If there ain’t the Man in the Moon comin’ 

down. Say, here, Mooney, old boy, what do 
you want? 

MAN IN THE MOON-—Oh, nothin’ in par- 
ticular, only I’m making a trip to the earth 
to see those improved lots Rath is selling at 
DUNTON ; they’re the only ones I know of so 
close to New York or Brooklyn that are 25x100 
feet, with water supply, stone sidewalks, 

e trees and rapid transit, that can still be 
bought for less than $200 each, and on easy 
terms, too, if you don’t care to pay all cash, 
with titles guaranteed. Go direct to Rath, 
who is known to everybody as the man who 
gives better value for the money than any 
one else. 

Call or send for descriptive map and com- 
plimentary tickets, and investigate the merits 
of DUNTON; you will be surprised and 
pleased with the results. Address 


E. H. Rath, 11 John St., N. Y. 








AN INJUSTICE TO NEWS- 
PAPER READERS. 





The proprietors of patent medicines 
in the last few years have invaded the 
news columns of the newspapers with 
notices of their remedies, in nearly all 
cases starting out with a deceptive head, 
then telling an interesting story, and 
winding up with the announcement of 
where their remedy can be obtained. By 
the time the average reader has reached 
the end of the paragraph he is mad, and 
probably needs a nerve restorer; but 
you can feel safe to bet that he won't 
invest in the one that inserted the notice. 
The advertising columns are the proper 
place for such notices, where the reader 
will not be deceived by false pretenses, 
and the sooner all papers refuse to in- 


sert reacing notices the better. —.]/edia 
(Pa.) American. 
——— - 
WANTS 
Advertisements under this head 25 cents aline 


Warwz TO PURCHASE—Complete out- 
fit for six a —— wr folio even- 
in aper; press included. Address quickly, 
THE COURIER PUBLISHING CO., P. é. 
Drawer 1, Norfolk, Va. 
7 ANTED—Location, in town of 5,000 to 
10,000 inhabitants, for establishment of 
a first-class Democratic newspaper. County 
seat preferred. Eastern or Middle States. 
Steam presses. Office nearly new ; value $5,500, 
Address “ DEMOCRAT,” care PRivtERs’ INK. 
VERY ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to geta situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asa rule, one insertion can be relied 
upon to do the business. 
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THE ADVERTISING OUT- 
LOOK. 

The advertising agents of the coun- 
try may well be styled the pilots of 
trade 

Iheir business leads them to gauge 
the tuture—to venture into the uncer- 
tain waters so that they may have some 
knowledge of what is ahead. Repre- 
senting, as they do, enterprises in 
which millions are involved, and which 
must be launched upon auspicious seas, 
they become experts in diagnosing 
what is ahead. If financial disaster 
comes, or crops fall short, or panic 
spreads among the people, it means 
ruin to the men whose business it is 
to direct the expenditure of the millions 
of money which is annually put into 
advertising. 

Among the boldest strokes of the 
past year was the expenditure, within 
eight weeks, Of $60,000 in reaching 
the people through an illustrated ad- 
vertisement. Another house spent 
$100,000. There are half a dozen 
large advertisers who put out over 
$25,000 each, and about fifty whose 
advertising bills cost them $100,000 
per annum, while there are several 
hundred firms which spend sums of 
$50,000 per annum in reaching the pub- 
lic. All this money is spent through 
the recognized advertising agents, 
whose knowledge of the state of trade, 
the possibilities of the future, and the 
points of vantage is their stock in trade. 

The Constitution, desirous of learn- 
ing from this source the outlook for 
the coming season, recently addressed 
a circular to them, in which their views 
were asked. Quite a number of re- 
plies have heen received. 

Messrs. George P. Rowell & Co., 
of New York, write: 

The business outlook is fairly good. Every 
section of the country is enjoying a moderate 
degree of prosperity, Money is forthcoming 
for every deserving enterprise. At no time 
have plans for the development of the great 
resources of the country been so pr lific, Ad- 
vertising is directly affected by the degree of 
prosperity in the commercial world. There 
is a growing tendency on the part of adver- 
tisers to confine their patronage within the 
narrow limits of the leading journals and to- 
ward telling a story well, printing it once or a 
few times conspicuously, rather than reiterat- 
ing the same matter over and over again, and 
forcing it upon the public notice by mere per- 
sistency. Newspaper enterprises were never 
more prosperous than now, 

From Lord & Thomas, of, Chicago, 
comes the assurance that : 

In our business we probably come in contact 
with as many lines of business as any one, 


and can test the pulse of trade as well as any 
one, From indications which we have, it 
seems to us that the country is more than or- 
dinarily prosperous. This is particularly true 
of the Northwest and South. The latter sec- 
tion seems entering on a period of develop- 
ment that is out gacetae’ by the wonders of 
the past in the West, Northwest and South- 
west, and no section in our mind offers greater 
opportunities for investments of money and 
the employment of labor and business abili- 
ties. Our business for the current year has 
been more satisfactory than for several years 
past. The only thing we recognize that can 
interfere with the continued prosperity is the 
possible labor troubles, but which at this writ- 
ing seem nearly adjusted. 

Mr. A. L. Pope, of St. Louis, takes 
a very hopeful view of the future. He 
writes : 

Probably no better evidence exists of the 
present healthy condition and bright outlook 
of business in this vicinity than the fact that 
general advertisers are increasing their adver- 
tising appropriations. While publishers and 
advertising agents generally preach that the 
dull season is the time to advertise for busi- 
ness, it is nevertheless a well-known fact that 
advertisers do not as a rule follow this advice, 
but advertise most largely when business is 
good, Without expecting any great boom in 
business this year, my opinion is that there 
will be a healthy increase in the volume of 
trade done, and at fair, legitimate profits. 





A conservative reply comes from 
Mr. R. L. Watkins, of Prospect, Ohio, 
in which he says: 

Many of our customers tell us that pros- 
pects for returns are better this season than 
they have been for the past several years. 
For ourselves, everything looks clear, We 
are having more orders to take care of than 
ever before at this time of the year, and from 
aclass of business men who are not only re- 
sponsible, but who are not in the habit of 
throwing money away. Considering all the 
above, it appears to the writer that the busi- 
ness outlook is “ shining,”’ or, in other words, 
very bright, indeed ; and we would not be sur- 
prised at all if the present season would be 
the most profitable one in ten years for legiti- 
mate business. 

Messrs. Alden & Faxon, of Cincin- 
nati, say : 

Daily we are making estimates for manu- 
facturers, merchants and business men, who 
are alive to the fact that there is money in the 
land, and that they can secure it, if they use 
the proper means. There was an immense 
amount of money spent last spring and w:nter 
advertising the advantages of the various 
cities in the South. We should approximate 
this as being ten times as much as has been 
spent in previous years. 

Mr. J. H. Bates, of J. H. Bates & 
Co., of New York, has just returned 
from a European trip. He writes: 

I can only say that, from the indications 
in my establishment, newspaper advertising 
promises to be. good during the coming year, 
and those concerns which spend money freely 
in the newspapers find it as profitable as in 
any previous time. Indeed, I think it can 
safely be said that the volume of advertising 
this present year will be larger than in any 
previous year throughout the country, and, so 
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far as I am informed, newspaper advertising 
continues to be fully as profitable as hitherto 
—indeed, even more so ; in other words, there 
is more money spending at a better rate of 
profit now, and likely to be in the immediate 
future, than at any previous time. 


Mr. J. Walter Thompson, of New 
York, says; 

At no time during the past few years has 
the advertising business looked as promising 
as it does to-day, and I feel confident that the 

coming season will be one of the largest that 
we have seen ina long time. The South is 
bound to get her share, as all the customers 
of mine that are asking ‘for estimates have in- 
cluded the Southern papers to a large extent 
in their lists. 

Through Mr. Hackstaff, of New 
York, Nelson, Chesman & Co., say : 

The unsettled condition of money at the 
financial centers has produced quite a depress- 
ing influence on those who contemplate a far- 
reaching effort to cover the advertising field, 
and no just estimate of the effect can be fur- 
nished at the present time. To those who 
have ventured in the Southern field this year, 
for the first time, very liberal returns have 
been met, and results promise even better for 
the future, and no disposition has been mani- 
fested to curtail. 


From Pettingill & Company, of Bos- 
ton, comes this expression ; 


This year has been one of the best for our 
advertising patronage that we have seen fora 
long time past, and judging from the advices 
which we are constantly receiving from our 
clients, it has proved an equally profitable one 
to them, Methods, like men, are constantly 
changing. This we clearly see in the adver- 
tising business, which within a few years has 
developed from a mere knack into a science or 
art. Spite of the teachings of Mr. Edward 
Bellamy and his school of Nationalists, this 
is, and will continue to be, an age of compe- 
tition, and in the business world the only law 
known is the “ survival of the fittest,’’ and he 
who would come under its provisions must 
recognize the advantages to be derived from 
persistent, judicious advertising through the 
agency of well-known experts in the business. 

S. H. Parvin’s Sons, of Cincinnati, 
write : 

We have most excellent prospects for a 
good fall trade, especially in agricultural and 
mechanical lines. We believe from the 
abundant cotton crop, the South will be a 
great field the coming year in which to seek 
trade. 

Mr. Charles H. Fuller, of OE 
in an extended letter, remarks : 

From my observations during an Eastern 
trip, as well as what I can learn from busi- 
ness men and advertisers generally, it seems to 
be the pretty general opinion that the pros- 
pone are very good for a good, healthy fall 

notwithst g the fact that we 
hear complaints on all sides of short crops. 
We think this is fully counterbalanced by the 
prices obtained 
And T. H. Cahill, of Boston, is of 
the opinion that ‘‘ the outlook for busi- 
ness this fall is good, particularly in 
the South and the great Northwest.” — 
Atlanta (Ga.) Constitution. 





OPEN TO ENCOURAGEMENT. 
From the Christian Patriot. 


A Minister—* [ commend your zeal in this 
cause and give you *God speed.’"’ [A fifty 
cent subscription also would encourage us]. 

> 


WITTY ADVERTISING. 
From the Boston Herald. 

Some of the brightest newspaper witticisms 
are beginning to be found in the advertising 
columns. “* The dearest spot on earth’ is 
the spot that’s washed out without——,”’ says 
a current advertisement for a washing com- 
pound. 

- 7 
IS THIS SO? 
From the Artist Printer. 

It is a fact which has long since come to our 
notice, that the editions sent out nowadays by 
the “* patent inside ’’ printers do not compare 
in typographic excellence with those printed 
say ten or twenty years ago. If this retro- 
gression keeps up much longer, we will soon 
see some of our scarecrow country papers 
show better composition and presswork or tne 
home-print side than on the side furnished by 
the ** patent ” house. 





+o — 
SPECIAL NOTICES 
Advertisements under this head, two lines or 
more, sthout display, Be. a line. 





20"™ Cc ENTURY. 
N Y. Argosy, 114,000 w. 
bd ——— 
—_—— CALL, Quincey, IIL. 
‘UNBEAM, Selignian, Mo.—1 in. (i yr.) 26t., 
s $i net. 


EW HAVEN NEWS.—Best advertising 
medium, 
AN FRANCISCO BULLETIN is read by 
Ss the purchasing class. 
y freee TS Se COSaaETe TION 
lin., lyr. $22.80 net 
AN FRANCISCO CALL has the most 
“Want” advertisements. 


VHE NEWS—Largest circulation in Kings- 
ton, Ont. Over 2,000 daily. 


AN FRANCISCO CALL is the best morn- 
ing newspaper in California. 


AN FRANCISCO CALL is the people’s 
Ss’ medium and a » family paper. 





YAN FRANCISCO B BULLETIN, the leading 
Evening Paper of California. 


“AN FRANCISCO BUL LETIN has the 
largest bona fide circulation. 
HE BOERNE POST, Kendall Co., Texas. 
Only paper published in Boerne. 
S,AN FRANCISCO CALL is unequaled in 
circulation, character and influence. 

EW HAVEN NEWS.—Guaranteed largest 
morning circulation in Connecticut. 
Ws MEN by thousands.—LADIES’ HOME 

MAGAZINE, Phila., Pa. 15c. a line. 
OLIDAY ADVERTISING. Try NO NAME 
MAGAZINE, Baltimore. 124¢c. a line. 
Ts Chicago Tribune moonge : “The SEATTLE 
PRESS is a journalistic ‘ Pathfinder. 


‘HE HOUSEHOLD PILOT, New Haven. 
Monthly circulation over 200,000 copies. 
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RIAL ADS., one cent r line, of seven 
words. THE TIMES, Rushsylvania, O. 


HE MODERN QUEEN, New Ha 16 
pages. Monthly circulation re 50,000, 


TPN\HE AGITATOR, Augusta, Me. Religious 
Monthly; 1,200 circulation. Rates low. 


GAN FRANCISCO CALL, estab. 1853; actual 
W circulation; D. 49,: 360; S. 51,210; W. 22,846. 
y 7 ORLD-WIDE MISSIONS. 125,000 and up- 

wards m'thly. Sworn. Address Chicago. 











( WN 4, NEWSPAPER. No type neces 
sary. N. Y. NEWSPAPER UNION, N.Y. 


s* ATTLE PRESS’S circulation increased 
600 per cent. from Aug., 1889, to Aug., 1890. 


RT IN ADVERTISING.—3 months for 25c. 
4 oper year. 35 and 37 Frankfort St., 
New York 
i he PS Washington Democrat says the SEAT- 
TLE PRESS is the best evening paper on 
the Pacific coast. 


TYYWENTIETH CENTURY, the elegant and 


renowned radical magazine, 4 Warren 
, New York. Send for sample copy. 





Wranine Boston Tr anscript, New York 

Post, and Philadelphia Telegraph are to 
the East the SEATTLE PRESS is to the Pa- 
cific coast. 


APER DEALERS.—M. Plummer & Co.,, 

of 161 William St., New York, will fli 
any order for paper—from half a quire to 
thousand-ton lots. 


UBLISHERS, who purpose offering pre- 

miums this season, should correspond 
with WORLD M —_ JFACTUR ING CO., 122 
Nassau St., New York 


QCIENCE, published at New York, N. Y., is 
one of a select list of journals recom- 
mended to advertisers by Geo. P. Rowell & 
Co. as a desirable medium. 
DVERTISEME NTS received for leading 
American newspapers. Files kept three 
months for examination by advertisers. Ad 
dress GEO. P. ROWELL & CO., New York. 


NLECTROTYPES.—A large stock of elec 

trotypes of engravings—e' mbracing all 

subjects—at nominal prices. THE PRESS 
ENGRAVING CO., 88 and 9 Centre St., N. Y. 


HE LORD & THOMAS Religious News- 
paper Combination is THe medium for 
advertisers to reach the best buyers of the 
West. Lowest rate by all advertising agencies. 


ATIONAL TRIBUNE is the only paper 

published at Washington, D. C., to which 
the American News r Directory for 1890 
accords a regularcirculation exceeding 100,000 
copies each issue. 


a et MORNING EXPRESS, Albany, 
i Y.—Everybody in vicinity of Albany 
readsit. Favorite with advertisers. Largest 
circulation of any morning paper at the 
Capital. Rates reasonable. 


HE VOICE, published in New York City, 

is one of the 28 publications in the 
United States that, according to a list pub- 
lished by Geo. P. Rowell & Co., circulate be 
tween 100,000 and 150,000 copies each issue. 


"P\HE PHARMACEUTICAL ERA, published 
at Detroit, Mich., is one of a select list of 
yharmaceutical journals recommended by 
eo. P. Rowell & Co, The ERA has the largest 
circulation of any journal to the drug trade. 


HE PRICE of the American Newspaper 
Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid sub- 
scription to Printers’ Ink for one year. Ad- 
dress: GEO. P. ROWELL & CO., Publishers, 








No. 10 Spruce St., New York. 


HENEVER an advertiser does business 
with our will be alk Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay for a year’s subse etptton to 
PrInTERS’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper p eS Age nts, No a 
Spruce St., New 


ACH issue of THE TOPEKA WEEKLY 

CAPITAL for October and November 
will be 25,000 copies, reaching every class of 
readers within the borders of Kansas. Ad 
vertisers seeking Kansas business should not 
fail to take advantage of it. Address TOPE- 
KA CAPITAL CO., Topeka, Kansas. 


\ HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $50, he will be presented with a 
complimentary copy of the American News 
gg? S254 a book of 1,450 pages, price 
$5. ROWELL & CO., Newspaper Ad 
ceottaiinn ‘Age nts, 10 Spruce St., New York. 


—— FARM AND RANCH, a semi 
monthly published at Dallas, has, ac 
cording to the American Newspaper Direc 
tory for 1890, by far the largest circulation of 
any agricultural periodical printed in the 
State of Texas. Eastern Office—22 Times 
Building, New York. J.C. BUSH, Manager. 


HE ARGOSY, New York, a high grade, il 

lustrated family weekly (32 pages), is 
one of 36 publications that, according to a 
list published by Geo. P. Rowell & Co., circu 
late between 75,000 and 100,000 oe each 
issue. The average is 114\00. Advertisiag, 
60 cents per line, with discounts for amounts. 


HE MEDICAL WORLD (Philadelphia) 

has a circulation larger than that of any 
other medical journal in the world. Its 
books, press rooms and binding rooms are 
open to inspection at any and all times. 
Shows all kinds of proof of circulation and 
invites comparison with any other medical 
journal 


TORWICH, CONNECTICUT.—Geo. P. Row- 
ell & Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through 
out the country;—the newspaper in each 
eee that gives the advertiser the most for 
is money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich. 


DVERTISING IN GERMAN NEWSPA- 

PERS throughout the United States and 
Canada carefully executed, at favorable 
prices, and with every advantage as to posi- 
tion, display, changes, etc., by GEO. P. ROW 
ELL & CO.; ‘0 Spruce 8t., New York City. 
A comple te List of all German New spapers, 
with circulation of each, in pamphlet form, 
sent on receipt of 10 cents. 


CR Augusta, Ga.—Geo. P. Rowell 
& Co. publish a list of the representative 
daily newspapers issued in cities having a 
population of more than 20,000;—the news 
papers in each place which can be specially 
recommended to advertisers as coming up to 
the requisite standard of character and cir 
culation. THE CHRONICLE, of Augusta, 
Ga., is included in this list. 


ICAYUNE, New Orleans, La.—Geo. P. 

Rowell & Co. publish a list of the repre 
sentative daily newspapers issued in cities 
having a population of more than 20,000;— 
the newspapers in each place which can be 
specially recom’ d to advertisers as com- 
ing up to the requisite standard of character 
and circulation. THE PICAYUNE, of New 
Orleans, La., is included in this list. 


NE of the most successful advertisers we 

ever had always ordered his advertise 
ments in this way : “ Get the best service you 
ean for me for $5,000.” He left every detail 
tous. There is no more expensive luxury 
for an advertiser to indulge in than to tie 
his agent's hands by getting him to tell in 
advance exactly what he will do. GEO. P. 
ROWELL & CO., 10 Spruce St., New York. 
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PRINTERS INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pus isHErs. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance 
single copies, Five Cents. No back numbers. 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 25 cents 
a line ; $50 a page; one-half page, $25; one- 
fourth page, $12.50. First or Last Page, $100 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
cents a line. Advertisements must be handed 
in one week before the day of publication. 








NEW YORK, OCTOBER 8, 1890. 





IN a premium list, gotten out by 
the 12th District Agricultural Associa- 
tion of California, are advertisements 
of different business houses in the 
vicinity. The card inserted by Messrs. 
Scudamore & Co., of Lakeport, is in- 
teresting : ‘‘ We don’t believe in this 
way of advertising—think the news- 
papers the best advertising mediums— 
but we take this space to encourage 
the Fair. Scudamore & Co.” Thus 
two birds are killed with one stone: 
the firm not only puts the insertion 
of the advertisement upon the proper 
basis, but at the same time succeeds 
in doing the most catchy advertising 
in the book. 





A CIRCULAR has been issued to ad- 
vertisers by the Detroit Mews replying 
to some statements made by the ree 
Press of the same city in a similar 
document. This contains some matter 
of general interest, and we therefore 
reprint the following portion : 


Our attention has been called to a circular 
recently issued by the Detroit Free Press, in 
which several facts have been wrongly stated. 
They say “advertising is cheap according to 
the prosperity of the readers before whom the 
announcement is spread.” In other words, 
they maintain the wealthier a reader is the 
more easily he is influenced by advertising. 
Every merchant in Detroit knows the falsity 
of this position. It is not the reader who can 
buy everything he desires that responds most 
liberally to any advertisement, but rather the 
reader who is obliged to spend his money to 
the very best advantage. It is safe to sa 
that a man who receives fifteen dollars a wee 
is influenced more by advertising than a man 
who knows just where he buys his nicely fitting 
suit, who knows just what style a coach he 
wants to drive, and who can buy what he 
wants in any market he pleases without run- 
ning - debt or seriously inconveniencing 

imself. 


A NEw telegraphic press service has 
just been organized in Mexico, under 
the management of Mr. S. G. Sea, 
until recently business manager of the 
Chicago Herald. Mr. Sea will also be 
remembered as having delivered an in- 
teresting address before the American 
Newspaper Publishers’ Association at 
its latest meeting, upon the subject of 
‘* Fraudulent Advertising.”” The Mex- 
ican press has heretofore been very 
much behind in its foreign news, and 
in speaking of Mr. Sea’s enterprise the 
City of Mexico 7wo Republics remarks : 
‘* The new agency will doubtless inau- 
gurate an era in Mexican news gather- 
ing, and the press and people of the 
country are to be congratulated on its 
establishment.” 





THE smart publisher of a paper 
which has been in existence only about 
a year sends the following circular to 
advertisers : 

IT REQUIRED NERVE, 

One year ago the Hera/d had nerve enough 
to decline all business from advertising agents, 
It did this for several reasons, Chief among 
these were the following: The injustice of 
making a lower rate to foreign than to home 
advertisers; its aversion to the anoying 
“* Jewish”’ tactics of the ordinary advertising 
agent; its unwillingness to allow such agents 
a commission of twenty-five per cent. ; its de- 
sire to save advertisers and itself such a com- 
mission. 

Home merchants apevecittad such action. 
In proof of this, scan the //era/d’s advertising 
columns. Investigate its circulation. Don't 
trust to the so-called directory of some 
** miffed’’ advertising agent. Write to any 
reputable merchant of 4 
Tue Heracp Pus. Co. 

Such methods of soliciting business 
ought to prove very profitable to the 
publisher. Of course, any large adver- 
tiser who receives an ill-spelled, ill- 
printed document of this character, at 
once sits down and gives it a thorough 
reading. Ile revolves its arguments 
carefully in his mind, and is naturally 
caught by the subtle insinuation about 
an opportunity to save the twenty-five 
per cent. commission. The directory 
of the ‘‘miffed advertising agent” 
promptly goes in the waste basket, and 
the advertiser writes to ‘‘ reputable 
merchants” in all the different country 
towns where he proposes to advertise 
for information about the circulation of 
the local papers. The next step is to 
send a generous order to the ‘‘ nervy” 
publisher who suggested this brilliant 
scheme. Such is the natural result— 
or rather, the result which the long- 
headed author of the circular doubtless 
pictured in his imagination. 
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HERE is the work of a man who evi- 
dently believes that nine-tenths of the 
science of advertising lies in the con- 
struction of a catchy headline : 


DIG ’EM UP! 


Accidents will occur. Send stamp for in 
teresting pestioules, Illustrated. Don’t take 
any chances, ARD D’ ANGUERA, 

oe thw Chicago, Ii. 

So far as the information contained 
in the advertisement is concerned, the 
article advertised is quite as likely to 
turn out to be a cemetery as an in- 
surance company. 


THE Detroit Journal has joined the 
procession of newspapers which are 
trying to educate their patrons in the 
art of advertising, and thus indirectly 
advance their own interest. Every day 
it prints at the head of its editorial 
page a few pithy sentences of which the 
following is an example: 

WHY A FAILURE? 

The prime object of all adv ertising is to at- 
tract attention to the thing advertised. No 
matter how valuable the thing itself, or how 
interesting the announcement, if attention is 
not secured, the insertion is a failure. 

Not only must attention be secured, but it 
must be the attention of those who deal in the 
wares advertised. No matter how many peo- 
ple see the announcement, if dealers in or 
purchasers of that particular kind of goods do 
not see the insertion, it 1s a failure. 

a 
READING NOTICES. 
Tue Bryan Press, t 
Bryan, Ohio, Sept. 23, 1890. | 
Editor of Prixters’ Ink: 

Will you kindly answer the following ques- 
tion, either by letter or in Printers’ Ink? 
Please give us your opinion as to whether a 
publisher would be warranted in refusing an 
advertiser the privilege of filling his space 
with reading matter, set in the same style as 
the body of the paper (that is, in the same 
style as paid “* liners’’), provided that adver- 
tiser takes the space at regular column rates, 
in not less than haif-column spaces, and for 
insertion in every issue for a period of not 
less than three months’ time ? 

THe Bryan Press. 

In the opinion of PRINTERS’ INK, a 
publisher would be justified in refusing { 
an advertiser such a privilege under the 
conditions stated. A newspaper estab- 
lishes its regular rate for reading no- 
tices, and it has a right to insist that 
no matter of this character shall be ad- 
mitted to its columns unless it pays that 
rate. The mere fact that an adver- 
tiser has a contract calling for so much 
ordinary advertising space, does not 
justify him in interpreting it to mean 
so many inches of a higher priced class 
of advertising. Such is the newspa- 
per’s privilege. There are instances, 


however, constantly turning up where 
publishers do not care to avail them- 
selves of this privilege. For example, 
PRINTERS’ INK a few weeks ago pub- 
lished a page advertisement of the 
Yankee Blade ordered in the body type 
of the paper, and set so as to imitate 
the general appearance of the editorial 
page. PRINTERS’ INK does not pub- 
lish reading notices, however, and the 
advertisement referred to was not con- 
sidered objectionable. But the fact 
that publishers in special cases waive 
this right does not affect the general 
rule.—[£d@. PRINTERS’ INK. 
————__ +o 
FOR SALE. 





Advertisements unde r this head % cents a line 


Ny ARYLAND FARMER, Baltimore, Md. 
4) Easy terms. Rare opportunity. 


Fe SALE, CHEAP—A Republican news 

per, in a grow™es | Western town. $4,000 
a year onein ees 0 cial paper of county. 
Address “ HORSESHOE,” care PRINTERS’ INk. 


ARGAIN.—A money-making Eastern 

Pennsylvania Daily and Weekly can be 

bought right. Thoroughly equipped. 14,000 

population. Three railroads. Investigate. 
* BUSINESS,” care Printers’ INK. 


A™ live publisher, of any first-class daily, 

weekly or monthly, who wants some 

American copyrighted book premiums and 

poy in his own advertising s ON. 2, ae 
H. WAGGONER, 10 Spruce 


YALIFORNIA.—Best country weekly in 
Cal.; Democratic; job plant; $300 net per 
mo.; can make w; t and safest county 
in State; finest climate; 8. F. market at 
doors; terms easy; $12,000. COURIER, Peta 
luma, Sonoma County, Cal. 


( .- DOUBLE-CYLINDER HOE PRESS, 
ery good condition, $1,200.0). Web 
AK... So all the leading News and Job 
achines and —— at very low rates. 
Correspondence icited. GEO. H. BELL & 
CO., Times Building, New York. 


VOR SALE—The subscription list of a New 
England Weekly, ina eaperses town of 
$,000 people. Circulation, 2,500. Rare chance 
for a printer or newspaper a who desires 
to purchase his own plant and do a profitable 
—- Address * WEEKLY,” care Print 
ERs’ INK. 


yy EWSPAPER—RARE OPPORTUNITY to 

iN purchase well-equipped and prosperous 

Daily and Weekly Newspaper, near New 

York City, on account of ill health of owner. 

Profit $7,000 last year. To secure interview, 

— als only, address “* JANES,” Box 672 
ork City. 


r YOU_ want to sell your Newspaper or 
Job Office, a Press or a Font of Type, 
tell the story in twenty-three words and send 
s. with a dollar bill, to the office of PRINT 
ERS’ INK. If you will sell cheap enough, a 
pn 4 insertion of the announcement will 
generally secure a customer. 


R SALE—On easy terms with security, a 
successful and well-established job print- 
ing and newspaper plant—the leading Sunday 
paper of the city and a weekly edition having 
an old established country circulation. 
machinery and ee in first-class 
condition. ye dress almost new. 
Circulation 4,00v. mney of city 45,000. 











Reasons for sale: business e ements in 
the West. Address BRADY a" yOODS, Erie, 
a. 
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Correspondence, 


A FACETIOUS ADVERTISEMENT, 





Horace B. Linn, Pharmacist, /{ 
Canton, Mo., Sept. 19, 1890. § 
Editor of Prixters’ Ink: 
Having noticed from time to time in your 
valuable journal specimens of unique advertise- 





CANTON STEAM FERRY. 

Air line route between Kansas City, San 
Francisco, Chicago and New York. Shortest 
route to go West and grow up with the coun- 
try, and after the grasshoppers eat what they 
can of an crop and F urn the balance 
for fuel, then take this route to go East to 


your wife's folks. meee UoNDay 


ments, I inclose one which I think is a little 
out of the ordinary run. H. B. Linn, 
- se 


“AN ADVERTISING TRICK.” 





Cuicaco, Sept. 8, 1890. 
kditor of Printers’ Ink: 
Here’s a novel advertising trick which we 
think is worthy of notice by you, You will 


A man was brought before the jus- 
~ a 4 .-§ — 
charged with the of- 
TRY fense of kissing a 
WATER oung lady “by 
QUEEN ‘orce and violence, 
SOAP and against her 
. ° will.” The young 
lady, who was very 
handsome, gave her testimony in a 
modest and straightforward manner, 
after which his worship gave the fol- 
lowing decision: “* The court in the case 
sympathizes with the defendant, and 
will therefore discharge him without 
a fine, imp: nment or reprimand, be- 
cause the court, while the case has 
been in progress, has been obliged to 
hold on to both arms of his chair in 
order to keep from kissing the com- 
plainant himself.” 














vertisement writer may, in certain cases, feel 
perfectly sure of his ability to intelligently 
and enticingly present the merits of the thing 
to be advertised, and be entirely handicapped 
by the stubbornness of the advertiser, whose 
egotism leads him to dictate a method of his 
own, untried, to be sure, but nevertheless ef- 
fective, in his opinion. In such instances the 
only thing to be done is to arrive at some 
compromise by mutual concessions that event- 
ually evolve an announcement, the individual- 
ity of which is wholly nullified, and the effect- 
iveness of which is impaired by the attempt 
to put words, phrases and pungent paragraphs 
into mouths that never utter them, A _ pro- 
fessional advertisement writer is expected to 
blow hot or cold, according to the dictates of 
his client—much as a tailor is supposed to cut 
a garment in accordance with the ideas of his 
customer; but no advertisement writer or 
tailor who values his reputation will think of 
allowing the ignorance of others to prescribe 
his methods or his systems of measurement. 
The advertising manager who has the per 
manent prosperity of his paper at heart will 
be unremitting in his efforts to educate his 
advertisers. his education proves in itself 
to be an encouragement ; for I have come to 
beheve that many an otherwise good business 
man, who really wishes to advertise, and ad- 
vertise liberally, too, is deterred from so doing 
by an unfamiliarity and ignorance of just 
how to proceed successfully. The result is— 
though fully recognizing the benefits of it— 
he settles down into a dogged determination 
to get along without it. Such a man is the 
hardest of them all for a solicitor to get at, 
reason with or convince. He has firmly en- 
trenched himself behind the prejudice of his 
erroneous opinion, and it is a most difficult 
matter to dislodge him. Argument will not 
do it, buckshot or cannon balls will have 
no effect, and molasses or soft soap are 
equally impotent. The only way is to edu- 
cate him ; the process may a slow and tedi- 
ous, but the time will come(it may be years 
before it does) when he will begin to craw) cut 
of his citadel and finally admit that while he 
has been stolidly refusing to join in the pro- 
gressive march of the age, his competitors 
who have rightly valued the potency of this 





notice the reading matter around the square 

has no connection whatever with the matter 

inside of it. Sam. G. SLOANE. 
os 


ADVERTISERS NEED EDUCATING, 





Tue KataMazoo TELEGRAPH, a 
KALaMazoo, Mich., Sept. 30, 1890. § 
Editor of Printers’ INK: 

The article by J. E. Powers, in your issue 
of September 24, was thoroughly appreciated 
by me, for no one can have more forcibly real- 
ized the difficulty of securinga perfect one- 
ness of opinion, so to speak, in the writing of 
advertisements for others than myself. The 
man who is regularly engaged in the framing 
of newspaper advertisements for the innumer- 
able advertisers who patronize the columns of 
his paper perhaps feels this more strongly 
than the advertising specialist who is fortu- 
nate in having secured some one thing, possi- 
bly, particularly adapted to his taste, forte 
and knowledge—for the first-named is com- 
pelled to adapt his efforts to the transfigura- 
tion and deification of a score of articles he 
cannot possibly be thoroughly posted on, and 
is also compelled to trim his sails to suit the 
varying whimsicalities of the ambitious but 
generally ignorant advertiser, who is reall 
unfit to advise or guide his efforts. The = | 


tali ic power and have possessed them- 
selves of it, have won a success in the battle 
for business, and have early retired from the 
field of action to quietly enjoy the reward 
their more intelligent and better directed 
efforts have secured them. 

I have said I have come to believe in this 
~ of education. I believed in it thorough- 

y twelve years ago, when I assumed the ad- 
vertising management of this paper, and I 
believe in it still more strongly to-day, when 
time has proved its effectiveness. During this 
period the advertising receipts of the Ze/e- 
graph have more than trebled, and I believe 
that it is largely due to this persistent effort 
to instruct advertisers why, huw and when 
to advertise. 

I have sought this object in many ways, 
often by suggestions, frequently by submitting 
announcements carefully prepared to attract- 
en present in what I conceived to be the 
method and language most apt to be employed 
by the would-be advertiser; and again, by 
posting them on the ways adopted by other 
advertisers in their lines in other cities, I 
believe, too, in laying the whole subject of ad- 
vertising perfectly bare before them—let them 
study it in all its details—provide them with 
all available literature relating to it. It has 
no secret formulas, and its rules are for the 
inspection and enlightenment of all who wish 
to learn them. 
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1 believe, too, in the generous distribution of | 
advertising tracts and periodicals; and believe 
also that it would be money in the pockets of 

ublishers to regularly place in the hands of 
ane advertisers such publications as treat of 
thissubject. I am sending twenty-five copies 
of Printers’ INK re gularly to as many adver- 
tisers here, and believe | could increase the 
number to fifty to excellent advantage, and 
that in other and larger fields the good results 
could be multiplied many times. The last 
paragraph is not an advertisement for Print- 
ERs’ Ink, and I simply mention the fact to 
show my "theory. There are doubtless other 
publications that also meet the wants of the 
retail dealer perhaps equally well, 

E. E. Bartvett, Adv. Mgr. 
te 

BESIDES the advertising agencies 
there are now “ engraving companies” de- 
voted entirely to furnishing pictorié al cuts for 
advertisements. ‘‘ Printers’ ink’’ used as sy- 
nonymous with advertising has become rec- 
ognized as an essential to success in the com- 
merc‘al world. An advertising expert ranks 
as an artist and commands a corre sponding 
salary. It is not merely in the enumeration 
of wares and goods that he excels; but in the 
** fine line drawing’’ of seasonable hints and 
attractive suggestions. —Washington Star. 

->— ae 

THE man who went out to milk and 
sat down on a boulder in the middle of a 
pasture anc waited for the cow to back up to 
him, was the eldest brother of the man who 
kept store and did not advertise, because he 
reasoned that the purchasing public would 
back up to his place when it wanted some- 
thing.—Z2. 


ELECTROTYPING. sigue autres 
BEATTY'S ORGANS $5, Pas: 82 


address Hon. D. F. BEATTY Washington, N. J. 


Advertising Send for Catalogue 
=H. C. "BROWN, 
Sketches 


35 & 37 Frankfort St., 
i“ | WRITE AD'S”: 
& 


NEW YORK _ 
‘Fifteen years learning how not to pn 
them.” Matter prepared for Papers, Pam 
phiets, &e. Reference : Warner's Safe Cure. 
Fee, W + Elliott, Rochester, N. Y., Rowley 
St. 































ADVERTISERS : 
FOR UNIQUE DISPLAY, 
EXPERT -ADVICE. 

LOW RATES AND 
SATISFACTORY. SERVICE 


Ree hl POPE er caelate 


















We would like to Talk Paint with You. 


0. J. CUDE & co., 
ADVERTISING PAINTERS, 
113 Gth Ave., N. ¥. City. 
Painted “‘ Pearline”’ for the past six years. 














DITORS, ADVE RTISERS, and all 
others Seekin, Health and New, 

y freedom from Ca 

tarrh, Headaches, Debility, Nervousness, &c. 
will find in Super Oxygen a speedy ard pe r 
manent cure. Send for free book, “ Mirror of 
Health,” toW. H. Brown, m.D., Westford, Mass. 


AUSTRALIAN, Before fixing up your 


, we should like you to write to us for 





= Cc We Hf to save you money, 
for, being on the s we can do advertisin 
cheaper than any o’ a firm ata distance. A 


rs are filed at our bureau, and every appear 
ance is checked by a system unparalleled for ac 
curacy. On application we will prepare any 
scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertisin, 
Firm in the Southern Hemisphere. Establishec 
over a quarter of a century. F. T. WIMBLE & 
CO., 369 to 373 George St., Sydney, Australia. 


CANADA —If you intend advertising in 
« Canada it will be of interest to 
know that we handle more business with 
Canadian newspapers than any other agency 
in existence. We control the Canadian ac 

vertising of many of the largest and shrewd 
est advertisers in the world, Pears’ Soap, 
for instance. Our efforts are devoted to Can 
ada alone, and an intimate knowledge of the 
veculiarities of the Canadian press, gained 
»y many years of experience, enables us to 
render the best possible service. We simply 
ask you to communicate with us before plac 
ing your orders. A. McKIM & CO., 
Montreal. 


Place 


your weekly copies of PRINT- 
ERS’ INK in a NEW HANDY 
BINDER, and thus 











tea tlie 

Preserve 
them in a neat and convenient 
form for ready reference. Che 


publishers ( of 


») tacts _— 
Printers’ Ink 
will send you a cloth-covered 
binder, with the title stamped 
in gilt, on receipt of 60 cents. 


ZEB RB BEBE BS 
@ Have You Tried the & 


= Spencerian s 
* Steel Pens ? > 


Ir NoTa Sample Card @ 
of the leading numbers will & 
be sent FREE on receipt @ 
of return postage, 2 cents. 











THE SPENCERIAN PEN Co., @ 
810 Broadway, New York, @ 
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TO EWSPAPE RS. E TOLD YOU last week that the To- 
N Lepo (O.) Datty BLape has a larger 
circulation than all of the other Toledo daily 

0 Wz..0°, tome, Rewapapers, present such papers combined, and a larger circulation 
Geasee, boetler printed, well defined and easy | than any other daily paper in Ohio, outside of 
to read Cleveland or Cincinnati. We want to add that 


Because they use the best 
stereotype metal. 


mihi aves ss| DAILY BLADE 


individuals. Will it not pay you to use 
Blatchford’s Stereotype Metal ? goes regularly 
MANUFACTURED BY each day into 


E. W. BLATCHFORD & CO., 


CHICACO. more than 7wo 


Hundred towns 
ONE OF THE 28. 


THE 
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‘The Toledo Weekly Blade 


always has above 100,000 subscribers, now 
sO000, It goes into every State and 
Territory of the Union, For advertising 
rates in either edition, address 
THE BLADE, 
Toledo, Ohio. 
_ Toledo, Ohio, & Ohio, Sept. - 22d, , 1890. 


is one of the 28 publications in the 
United States that, according to a 
list published by Geo. P. Rowell & 
Co., circulate between 





| 100,000 and 150,000] 


copies each issue. 
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SPOT CASH 


PAID FOR 


Second Hand Type-Writers. 


On receipt of the following information, I 
will make cash offer: 1. Furnish sample of 
work, showing every character, 2. Give 
number of machine. 8. How longused. 4. In 

| What business. 5. Is finish scratched or 
| rusty? 6. Is there a cover? 


\4) |¢ 


THE 2.50 RATE 














Second Hand mae 
— Type-Writers, 


In “Comrort” will bet good for my pa ANY MAKE, 

a lation If in ony month we 

value in circulation. mn any en - 

fall below 500,00, a pro rata discount will be §0 R NT D, E CH G 

made. The Holi laay "Ronnon 1 is to be a busy | LD, E E ‘{ AN ED. 

bam and our oad issues will cater 
maf le this line ate es (yn ae. 
te. we ne. per 

count on yeasty ; 10 per cent. discount S. F. H EATH, 


on six month orders, 


EIT & & MORSE CONCERN, | 
THE CAR Uers. Marre, (303 Hennepin, Minneapolis, Minn. 
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CORRESPONDENCE. 
PEOPLE AND CITIES THAT 
RECEIVE FREE ADVER- 
TISING, 


A THANKSGIVING DINNER ON FIVE 
HUNDRED ENVELOPES—A WORLD } 
FAMED ADVERTISER’S REPAST. 





| 
AvuoustTA, Me., October 4, 1890. 

Probably no city in the country has re- 
ceived more free advertising than Augusta, 
linked, as it is, with the name of “ Blaine” ; 
that has been enough to give it prominence 
to the outside world; but the many publi- 
cations issued from here have carried its 
name into every corner of the universe, and 
its publishing interests have now become of 
so great impOrtance that we have one of the 
finest post offices in the Union, and only a 
few months since the postmaster received 
notice of an increase of salary, and is now | 
obliged to run both a day and night force of 
clerks. So much for printers’ ink. 

Sawdust pudding has always been con 
sidered “par excellence” for the printer, 
but the writer remembers, some twenty-two 
years ago, when clerking in a stationery 
store in this city, of a young man walking in, 
on a bleak November forenoon, and barter- 
ing for five hundred manillaenvelopes. As 
he started off, with the box under his arm, 
he remarked : “ Well, lam going to walk out 
home (five miles) and direct these envelopes, 
and that will be my Thanksgiving dinner to 
day.” In less than two years E. C. Allen was 
buying envelopes, probably, in five hundred 
thousand and million lots ; but no doubt that 
brisk walk home, and the anticipation of 
great results that would come from the lib 
eral use of printers’ ink, gave him a keen ap 
petite to enjoy his future great success. 

Mr. Allen’s monthlies are now subscribed 
for in every country and they have a million 
circulation. 

Mr. Allen has been mentioned several times 
as a possible candidate for Governor, and 
would no doubt make a good one. 

Ex Mayor P. O. Vickery, who started the 
Fireside Visitor some seventeen years since, 
owns much real estate here, and is proprie 
tor of that popular summer resort, Popham 
Beach. Dr. John F. H has just been re- 
elected member of our State Legislature. | 

Vickery & Hill’s publications now have an 
aggregate circulation of three-fourths of a 
million a month. | 

Many unsuccessful attempts have been 
made by different parties here in the last | 
twenty years to establish themselves in the 
publishing business; but the phenomenal | 
success and rapid growth that has come with | 
the advent of ‘“‘Comrort” into the field | 
poe that there is plenty of room for all | 

n this large and growing country of ours, if | 
a person is only ees to the business. 

ertainly, Mr. W. H. Gannett has cause to 
feel proud of his undertaking, and he will 
no doubt succeed in placing “Comrort”’ 
ahead of any monthly in the country in| 
point of circulation (its subscription list is | 
gaining very rapidly)—in fact, it now equals 
any other monthly published, and is the | 
only one that uires the use of a mammoth | 
Web Perfecting to run off its editions. | 


This press, built by R. Hoe & Co., is (next 
to one just put into the “ Harpers ”) the lon 
est and most perfect fast press for fine boo 
work ever turned out by them. It is twenty- 
eight feet long, weighs over twenty-six ton 
or nearly a ton toa foot in length, and wil 
print and fold one hundred thousand ** Com 
FORTS ” a day, or equal the work of nineteen 
common flat-bed presses and ten folders. It 
is now being run at aspeed of six or seven 
thousand copies per hour to keep up with the 
present demand, and uses up about twenty- 
seven tons of paper for each edition. 

*ComFrort ” has a claim, not enjoyed by 
other publications, in its new, large, fresh, 
and independent list of subscribers. Every 
thing is bright and cheery about it, and its 
success is owing largely to its name. What 
a world of meaning there is in “ ComFort,” 


| and advertisersare beginning to recognize its 


value as a first-class medium to use, for the 
October issue shows as large a list of cus 
tomers as can be found in the older papers, 
they say. It is easier to secure advertise 
ments at the present rate, $2.50 per line, than 
at fifteen cents per line two years ago. An 
other instance where printers’ ink has done 
good service, for the Gannett & Morse Con 
cern believe that, no matter how good an 
article one has, it must be judiciously and 
thoroughly advertised, in the proper place, 
and at the proper time, to make it a taking 
success. They have expended thousands of 
dollars on “Com¥ForT” already, and intend to 
spend hundreds of thousands in bringing it 
up to be the leading low-price monthly in 
America. They now employ about fifty in 


| their establishment, and are adding daily, as 


the increasing subscription list demands. 
Their immense press has come to hand none 
too soon to enable them to keep up with the 
demands of their canvassing agents, who are 
daily sending in their large subscription lists. 
We are surprised that the Baking Powder 
and Soap firms do not use these many month- 
lies, which have such a wide circulation, 
going, os they <0, to just the buying class oer 
Cc. O. E. 


| wish to reach. 


This Paper 
is read every week by more than 
TWENTY THOUSAND business 
men who are interested in adver- 
tising. 


Every Publisher 
of a newspaper, who wishes to 
attract the attention of advertis- 
ers, should advertise in 


Printers Ink. 
To Print 


and mail a thousand postal cards 
costs not less than $12.50; a 
quarter page advertisement in 
PRINTERS’ INK is printed more 
than TWENTY THOUSAND 
TIMES, and costs but $12.50. 


Every Publisher 


of a newspaper, who wishes to 
attract the attention of advertis- 
ers, should advertise in 


Printers Ink. 
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Four Family Favorites 
Four Family Favorites 
Four Family Favorites 


Brainy and Brilliant 
Brainy and Brilliant 
Brainy and Brilliant 


Honest, Fearless, Faithful 
Honest, Fearless, Faithful 
Honest, Fearless, Faithful 


Attracting Advertisers Always 
Attracting Advertisers Always 
Attracting Advertisers Always 





Excelling in 
Excelling in 
Excelling in 





Literary and Domestic Features 
Literary and Domestic Features 
Literary and Domestic Features 




















13, 14 & 15 TRIBUNE BUILDING, 


Sworn Circulation, Over 300,000 
Sworn Circulation, Over 300,000 
Sworn Circulation, Over 300,000 







/ NEWSPAPERS \ 


KNOWN 
\CIRCULATION 





———— 







The Four Weekly Telegrams : 


Eimira Telegram. ...........-+++++-- 172,470 
Albany Telegram....-.--.---++++++-- 52,601 
Harrisburg Telegram.....--.------ 51,040 
Pennsylvania Telegram (Reading) 25,000 

3Ot,tit 





A. FRANK RICHARDSON, 


NEW YORK. CHICAGO. 








317 CHAMBER OF COMMERCE, 





EET or 








PRINTERS’ INK. 359 







Fiction, 
Fashion, va 
Flowers, \ 
Fancy Work, we 
Home Decoration, 
Art Needlework, we 
Stamping, 
Painting, ; we 
Designing, 
Cooking, 
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Su: 
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/ Ail Housekeeping ; we 
y| j in short, every thing per- ea 
7 taining to owe 
* Woman's Work and \ 
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, \ Woman's Pleasure, wy 
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Subscription List, owing to very liberal advertising, will soon reach the 
200,000 mark. Line rate will then be advanced to 81.00. Send in your wy 
orders NoW and get the benefit of the present low scale of prices. 


PRESENT ADVERTISING RATES,--Ordinary displayed adver 
tisements, SO cents per agate line. 

DISCOUNTS.—3 months, or 100 lines, 5 per cent.; 6 months, or °50 lines, ve 
10 per cent.; 12 months, or 500 lines, 20 per cent. 


COVER RKATES.—‘< page (170 lines), 8100.00; ‘6 page (40 lines), 
8175.00; | full page (sv lines) 8300.00. Ae 


SFASa- 


; COVER DISCOUNTS.,-—3 mos., 5 = cent.; 6 mos., 10 per cent.; 12 mos., 
2) per cent ills payable monthly. Cash with 
order from advertisers unknown to us. 


“ 








‘ . —_— _ —_— - 
a } HOUSEWIFE PUBLISHING CO., 111 Nassau St., New York, N.Y. f 
‘ ; M 
SS Advertisements accepted through any responsible Advertising Agency. nw 
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Wuat Newspapers Want 














IS: 


To Lucrease their Advertising Patronage. 


- —_—_—  — 


IT CAN BE 


ND the way to do 
it is to draw up 
an attractive ad- 
vertisement and place 
it in the columns of 
PRINTERS’ INK, 
where it will meet the 
eyes of more than 20,000 
advertisers each week. 
Do you doubt what the 
result of such a course 
would be? Then read 
this: 
Street & Smirn, 
Publishers, 
25-31 Rose St., New York, 
Publishers Printers’ Ink: 
We have had a little two- 
line advertisement (50 cents’ 
worth) running in your pa- 
oe for a few weeks, and we 
nd it a very good invest- 
ment. The inclosed letter 
is only one of a large num- 
ber we have received. A 
correspondent’s motto at the 
top of the inclosed letter, 
viz.: “Give the devil his 
due,” suggests our writing 
this letter. 
Very truly yours, 
Srreert & Smiru. 


THEN 


WHY 


Z, 
O 
-j 


DO 


IT? 


ADAM AAAAAAAAAAAAAAAAAA AAA 


DONE. 


HE ‘‘ Special No- 

tice’ department 

offers you the best 
returns for a small in- 
vestment. Cards under 
this head can be had at 
the rate of 25 cents a 
line. They are all read, 
and read carefully, by 
just the men newspa- 
per publishers want to 
reach. Here is the ex- 
perience of one wide- 
awake publisher: 
Tue Troy Darry Press, ) 

Largest Circulation » 

in Troy. 
Geo. P. Rowell & Co.: 

I hear very frequently 
from the little advertise- 
ments of the Press that 
have appeared in the 
“Special Notice’? depart- 
ment in Printers’ Ink. I 
do not believe it unreason- 
able to presume that every 
one of those little notices 
is read with avidity and 
by all of the subscribers to 
Printers’ Ink. 

H, O’R, Tucker. 


Willet F. Cook, Advertising Manager 
of /udge, says: 


‘Publishers who have constantly talked up and 
lauded the value of printers’ ink as the secret of sub- 
stantial success, should demonstrate that they believe 
what they assert by using PRINTERS’ INK themselves,” 
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= TO FRIN 1 ERs.: 











IF YOU ARE IN NEED OF 


Printing Inks 


f any grade or color, before ordering elsewhere, send to th« 


W. D. WILSON PRINTING INK CO. Ltd, 


140 WILLIAM ST., NEW YORK, 


For Special Prices and Discounts. 


oe — 


They are in a position to offer better inducements than others. 

They are noted for the excellent quality of their goods, and their prompt- 
ness in filling orders. All orders received before 12 M. are filled on the same 
day, unless for Inks of special manufacture, which take one day longer. 


THE CUT INKS 
Manufactured by this Company are, without exception, 


THE FINEST IN THE MARKET. 


For printed specimens, see THE NEW YORK CLIPPER, printed 
with our 25-cent Ink ; NEW YORK LIFE, printed with our Fine Cut Ink 
and D. APPLETON & CO.’S publications, printed with our Extra Fine 





Coated Paper Cut Ink. 





ADDRESS 


om, ) W. D. Wilson Printing Ink Go, L’t',, 
am | 140 WILLIAM STREET, 
NEW YORK. 
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PRINTE 


Tar $3 List! 


Bargains = Riveting 





Daily Ne ewspapers 


Many Principal wah and Towns, 





Advertisers may select any 50 or more 
Dailies from the list at a cost of $3 per inch, 
a month, per paper; and the advertisement 
will be also inserted gratis in the Weeklies of 
the Dailies, as named in the catalogue. 

A one-inch advertisement inserted one 
month in the entire dist (including 287 Dailies 
and 260 Weeklies) costs $750. $28" For three 
months, $2,250, less ro per cent., or $2,025 net. 

The combined monthly issue of the Dailies 
is 9,069,800 copies, and of the Weeklies, | 
2,159,000 copies, 

Advertisements are = warded the day the | 
order is received, and prompt insertion is 
guaranteed, 

For any selection of less than 50 of the 
papers approximately low figures will be 
given on application. 


The LIST WILL BE SENT FREE, 
UPON APPLICATION TO 
GEO. P. ROWELL & CO., | 
Newspaper Advertising Bureau, 
10 Spruce Sr., New w York. 


A BOOK | 


—oF— 


ayermsing =" 


AILY NEWSPAPERS = NEW YORK 
ciry, with Fn yy te 

DAILY NEWSPAPERS IN CITIES OF 
more than 150,000 population. 

DAILY NEWSPAPERS IN CITIES OF 
more than 2 Oe Popiasion. 

THE BEST LIS’ LOCAL NEWSPAPERS, 
covering every town of over 5,000 population 
and every atmportant county seat 

NE PER IN A 


STATE: the 
ont st one for an advertiser. 
STATE COMBINATIONS - WHICH AD- 
vertisements fis inserted at half price 
A SMALL LIST TO ADVERTISE EVERY | 
section of the country: a choice selection, 
made with great care, guided by long experi | 


ence. 

LARGEST CIRCULATIONS. A COMPLETE } 
List of all papers issuing regularly more than 
25,000 copies. | 

NINE BARGAINS IN ADVERTISING FOR 
experimen 

WARGAINS I IN ADVERTISING IN DAILY 
Newspapers in many cities and towns; offers 
peculiar inducements to some advertisers, 

CLASS JOURNALS. AN EXTENSIVE 
List of the very best. 

6.364 VILLAGE 
NEWSPAPERS— 
more than one-half 
of all the Americangéf 
Weeklies—in which 
advertisements are 
inserted for $48.75 a 
line and appear in 
the whole lot. 

ok sent to any 
address for 


THIRTY CENTS, 























RS’ INK, 


American Newspaper Directory 


FOR 


1890. 


Twenty-second Annual Volume, 

















| Feurteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS, 


This work is the source of information on 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors, 
Politicians and the Departments of the Gov- 
ernment rely upon its statements as the 
recognized authority. 

t gives a brief description of each place 
in which new spapers are published, stating 
name of county, population of place, etc., ete. 

It gives the names of all Newspapers Jand 
other Periodicals. 

t gives the Politics, Religion, Class or 
Characteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription Price. 

It gives the Date of Establishment. 

It gives the Circulation. 

It gives the Names of all Papers in each 

‘outy, and also shows the geographical 
section of the State the County is located in. 

It also contains many valuable Tables and 
Classifications. 

Sent to any address on receipt of price, by 

EO. P. ROWELL & CO., 
PUBLISHERS, 
(Newspaper Advertising Bureau), 
ro Spruce St., New York. 





If YOU WISH 


ro Advertise 
Anything 
Anywhere 


a Any time 
WRITE TO 
Geo. P. ROWELL &Co. 


No. 10 Spruce Street, 


NEW YORK. 
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THE SONG. 
The song that reached your heart 
Was writ in form of verse like this, 
Its melody moved your mind 


To nobler thoughts and filled 


Your life with inspiration 
To work for greater good. 
The song that we have sung, 


And still do sing for you 


To act upon, should move 
Your mind to shrewder thoughts, 
That life has riches that you 


Can gain if rightly gone about. 


The way lies straight ahead, 
O’er paths the greatest men 
Of advertising fame have trod 


And gained the wished for goal. 


The prize was had from happy 
Ilomes wherein do more than 
Two hundred sixty thousand 


Prosperous families dwell. 


‘There were announced for sale 
Things of beauty, comfort, 
Homelike need, through papers 


Cherished for godly counsel given. 


This easy path for you, 
Is held safe and sure for them, 
Through care and guidance from 


Association, The Religious Press. 


In Philadelphia they should be 


Addressed. Full information 


You can there obtain of that 


To be to your great profit. 


nin ss a 


ae 
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OFFICE OF THE ‘‘BOOM CITY HOWLER.” 
Office Boy—Please, sir, there’s a man out- 
side wiio says he'd like to have a job on the 


paper. 

Edstor-in-Li uor—Well, we ain't got no(hic) 
job for him. Tell him (hic) our staff ish full 
(hic) just now. —Munsey’s Weekly. 


‘‘Nothing cuts like unkindness.’ 
Some of the “ illustrated’’ newspaper cuts 
are unkindness itself.— Drake's Magazine. 


The Assistant Editor—I have some 
paragraphs on socks here. Where shall | put 
them. 

The Chief—Among the foot notes.—Cloth- 
ter and Furnisher. 


A Business Operation. — Editor : 
Here’s a fellow who has sent in his first poem. 

Proprietor—Run it in, by all means. He is 
sure to buy a hundred copies to send to his 
friends.—Harfers’ Bazar. 


The new president of the Argentine 
Republic was formerly a newspaper man. 
Once ayear or so even a newspaper man for- 
gets the duty he owes to himself and his pro- 
fession and goes wrong.—Detroit Free Press, 


First Editor—I think you had lots of 
assurance to steal my new joke, bodily. 

Second Editor—No assurance at all, my dear 
fellow. It was only a matter of business; 
stolen jokes should always be new ones,— 
Texas Cartoon. 


A Joke that Failed.— Newspaper 
Man (at a new place): Well, John, are your 
eggs of the latest edition ? 

John (with asperity)—We never has no crit- 
tercism on de eggs, sah. 

Newspaper Man—So? If they are as fresh 
as you are they don’t deserve any.—/udge. 


Managing Editor—I don’t see why 
we had so many unsold copies returned to-day. 
With three bank cashiers skipped, two mur- 
ders and a double suicide, not to mention the 
leader on the tariff, I thought it was a very 
good number. 

Sporting Editor—But you must remember it 
rained yesterday and there was no ball game, 
—Society. 

He Felt Neglected.—Editor of the 
Grasstown (Kentucky) Weekly Cornjuice : 
Major, there are a lot of illicit stills around 
this district, and I think, sah, we shall have to 
show them up. 

istant Editor—Why, Colonel, I didn’t 
know you considered moonshining to be much 
harm ! 

Editor—No, sah, I don’t; but confound 
them, they’ve never sent me a single demi- 
john as a present.—Light. 
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The editor who saw a lady making 
for the only empty seat in the car found him- 
self ** crowded out to make room for more in- 
teresting matter."’—£.x. 


It Would Be a Loss of Time.— 
Scribbler: I’ve just published another novel, 
Johnson, You ought to lose no time reading it. 

Johnson—Thanks for the hint, old man. 
T'll be careful not to read it.— West Shore. 


Visitor—Do editors ever swear ? 

Editor—No; but when they stick a muci- 
lage brush in the ink-well they fee! like say- 
ing something which wouldn’t look pretty in 
print.—Z£.x. 

An Exceptionally Good Number.— 
Editor of the Morning Proser: Here's this 
morning’s paper, just from the press—it’s stull 
damp, you see. 

Friend—Damp? That’s something unusual. 
Most days it is pretty dry.—Light 


“* Bohemian” Journalist—Y ou should 
come and join our club. We have just en- 
gaged an Indian snake charmer. 

Exchange Editor—What on earth did you 
want of a snake charmer? 

*“ Bohemian’’ Journalist—Want of him? 
Great Guns, dear boy, haven't you ever had 
the D. T’s.—Drake’s Magazine. 


Rawley—So you used to be in the 
newspaper business, too ? 

Poster—Yes, sir, | used to write political 
editorials ; but I found that I had to tell so 
many lies to earn my salary that I quitand got 
into a business where | could be truthful. 

Rawley— What business is that ? 

Poster—Writing show bills for a circus.— 
America. 


The Way it is Done.—Hotel Clerk : 
There’s a newspaper man who has been stop- 
ping with us during the week, and he has just 
called for his bill. If we are liberal with him 
perhaps he will give us a good notice. 

Landlord—A capital idea. ‘ell him there 
will be no charge. 

‘lerk—Yes, sir. 


Landlord (calling clerk back)—Anybody 
with him ? 

Clerk—Yes, sir ; his wife. 

Landlord—All right; charge her double 


rates,—Chatter. 


The Right Spirit.—‘‘ I see,’’ he ob- 
served, walking into the sanctum, “‘ that you 
need the services of a leader writer on your 
editorial column ?”’ 

“That position has been filled, sir,’ 
the reply. 

He sighed. 

** I notice also,”’ he went on, *‘ that you ad- 
vertise for a person to address envelopes. Is 
that position still open? ’’ 

* It is, sir.” 

“ Then I'll take it.” —Puck. 


Managing Editor of Morning Paper 
—Have we a sensation to-day ? 

Night Editor—No; things are quiet. Here 
is a real estate transaction out at Chicago-in- 
the-Swamp, a cutting match on the levee, and 
a prize fight at Hammond. 

Managing Editor—Very well. Head the 
real estate deal a project to move the Stock 
Yards ; fix up the cutting match a Stock Yard 
Murder, and have the prize fight as a melee 
between two Stock Yard Bruisers. We've got 
to keep our end up,—Chicago Sun. 


was 





Printers’ Ink: New York, October 8, 1890. 








